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Is Everything Amazing?







Objectives

- Identifying generational traits and characteristics

- Understanding the impact on culture, social,
business and work environments that are to come

- Strategizing for the generation of workers coming
into the work place today and the ones beyond
them




What Am I?

Source: Wikipedia, Family of Five Generations




Who Are WE?

« Four vs. Five Working Generations

+ Currently, 30% Self-Employed & Rising

- Most Educated, 28% with College Degrees (13% in 1990)
« By 2021, 40% Comprised of Millennials

- Retirement Age Pushback; Now 67 Years or Higher

« The 150 Year-Old Person




“GENERATIONS last the length of time of
one phase of life—the same length of time
as a turning. Like turnings, generations
come in four different ARCHETYPES."
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The Pendulum Effect




Archetypes & Ages

Source: William Strauss and Neil Howe Research







“Members of a GENERATION are
linked through the shared life
experiences of their formative
years, creating bonds that tie
them together into what we will
call... COHORTS.”




History Repeating

PROPHETS

1701-1723

1792-1821

1860-1882

1943-1960

NOMADS

1724-1741

1822-1842

1883-1900

1961-1981

1742-1766

1901-1924

1982-2003

ARTISTS

1767-1791

1843-1859

1925-1942

2001-2025

Source: William Strauss and Neil Howe Research




Major Events Before 9/11

Man on Moon

Internet Boom

Vietnam War
JFK Assassination Space Shuttle
Challenger Loss
Woodstock
Korean War Berlin Wall Falls
Cold War Start First IBM PC
World War I 9/11

Roaring 20s

Great Depression

1925 1945 1965 1980 1995

Source: William Strauss and Neil Howe Research




Major Events Post 9/11

Global Downturn

iPhone Introduced

Indian Ocean Earthquake Osama Bin Laden Killed

Facebook Launches )
Obama Elected US President

Bali Bombing YouTube Launches
|raq Invasion Haiti Earthquake
9/11 North Korea 1st Nuclear
Mars Rover Landing Japan Tsunami

iPod Launches
MySpace Launches Twitter Launches Global Population 7 Billion

Euro Introduced
Hurricane Katrina

Saddam Hussein Executed

2001 2004 2007 2010 2013




Present-Day Events
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Present-Day Hybrids

| . Grandparents
| - Sandwiching

Overlapping /
Sibling Sway

' . Blended Families




Decision Baselines

Millennial
(Heroes)

Gen X
(Nomads)

Boomer
(Prophets)

Emotional

Silent
(Artists)

Rational

Source: McCrindle Research




Decision Triggers

Emotional Rational Emotional Rational

w‘

Source: McCrindle Research




Workplace Today

1925-1942 1943-1960 1961-1981* 1982-2003

*Some break down Generation X: 1961-1977

Source: William Strauss and Neil Howe Research




Is Everything "Working?"




Is Everything "Accurate?"”




Cohort Traits: Caring / Open - Minded / Indecisive / Due Process
and Expertise; They buy it.

Learn: Passive

Appeals: Authoritarian with sense of duty and loyalty;
argumentative and apologetic

Messaging: Naive images and copy blending; emotive and
rational appeals

Reaching Media: Retail promotion, print, and radio
Tech Relation: Digital Aliens
Brand View: Remains as a product identifier and a marker of trust

Slogans: Ford—"Freedom for the woman who owns a Ford."”
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Cohort Traits: Caring / Open - Minded / Indecisive / Due Process
and Expertise; They buy it.

Learn: Passive

Appeals: Authoritarian with sense of duty and loyalty;
argumentative and apologetic

Messaging: Naive images and copy blending; emotive and
rational appeals

Reaching Media: Retail promotion, print, and radio
Tech Relation: Digital Aliens
Brand View: Remains as a product identifier and a marker of trust

Slogans: Ford—"Freedom for the woman who owns a Ford.”




Cohort Traits: Free Spirited / Experimental / Social-Cause
Driven / Religion; They sell it.

Learn: Formal monologue

Appeals: Rational and factual, technical data with evidence
Messaging: Product comparison, demonstration

Reaching Media: Television, print, and direct sales

Tech Relation: Digital Immigrants

Brand View: Was a marker of trust, now diminishing loyalty

Slogans: Velkswagen—"A Volkswagen is never changed to
make it look different, only to make it work better.”
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Cohort Traits: Free Spirited / Experimental / Social-Cause
Driven / Religion; They sell it.

Learn: Formal monologue

Appeals: Rational and factual, technical data with evidence
Messaging: Product comparison, demonstration

Reaching Media: Television, print, and direct sales

Tech Relation: Digital Immigrants

Brand View: Was a marker of trust, now diminishing loyalty

Slogans: Volkswagen—"A Volkswagen is never changed to
make it look different, only to make it work better.”




Cohort Traits: Practical / Unfeeling and Uncultured / Savvy
Survival and Humor; They question it.

Learn: Programmed dialogue

Appeals: Rebellious posturing

Messaging: Anti-ads, visual examples, popculture references
Reaching Media: Television and print

Tech Relation: Digital Adaptives

Brand View: A Philosophy

Slogans: Nike—"Don’t insult our intelligence. Tell us what it is,

tell us what it does, and don't play the national anthem while
you do it." and “l am not a target market, | am an athlete.”
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Cohort Traits: Selfless / Unreflective / Mechanistic / Collective
Success; They protest it.

Learn: Interactive, multi-modal

Appeals: Spontaneous, multi-sensory and participatory
Messaging: Experiential marketing vis-a-vis viral, ambient, stunt;
web communities with user-generated content (i.e., YouTube,
Facebook, etc.)

Reaching Media: Internet and SMS

Tech Relation: Digital Natives

Brand View: A Community

Slogans: YouTube—"Broadcast Yourself”
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ARTISTS PROPHETS

1925-1942 1943-1960

Source: William Strauss and Neil Howe Research

Workplace Tomorrow

WHAT’S NEXT?

NOMADS HEROES ARTISTS PROPHETS

1961-1981 1982-2003 2004-2025 2025-2050

- Key Drivers

- Characteristics

- Legacy of Next Generations
- Preferences




Workplace Tomorrow: Internet Generation /
Gen Z (The Artists) (Est. 2004-2025)

Cohort Traits: Strong Relationships / Passionate Meaningful
Work / Driven by World / Does Not Have Boundaries; They
acceptit.

e e, ol

Learn: Intuitive and experiential; remote for distance
learning via Internet

Appeals: Nostalgia for bygone days; participatory

Messaging: Inclusive communities; freedoms of pursuit; no
privacy

Reaching Media: Social Media, Pinterest, and more
Tech Relation: Digital Inventors

Brand View: Reinventive quality, craftsmanship; creative
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Cohort Traits: Strong Relationships / Passionate Meaningful
Work / Driven by World / Does Not Have Boundaries; They
accept it.

Learn: Intuitive and experiential; remote for distance
learning via Internet

Appeals: Nostalgia for bygone days; participatory

Messaging: Inclusive communities; freedoms of pursuit; no
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Reaching Media: Social Media, Pinterest, and more
Tech Relation: Digital Inventors

Brand View: Reinventive quality, craftsmanship; creative




Activity-Based Design
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Workplace Tomorrow: Always On / Gen Alpha or
Gen AO (The Next Prophets) (Est. 2025-2050)

Cohort Traits: Free Spirited / Experimental / Social Cause Driven /
Distrust of Government

- Expected to work longer

- Have average of five careers
- Have average 20 different employers

Source: McCrindle Research




What's Changing Now?

- “JOB SCULPTING"

- Luring moms back

- Customized jobs, niche inventing

- PERKS OF HOME and/or TAILORED BENEFITS
- At Google, three free meals a day

- Benefits a-la-cart

- UNLIMITED TIME OFF

- At Best Buy, work when you want

- Cost savings... doing away with timesheets
- HEALTH

- At Whole Foods, a healthy BMI gets better discount

Source: Business Week “The Shape of Perks to Come” (8/2007)




" Misconceptions:
Life Stage vs. Generational

- Technology: Willingness to text on
weekend

- Personal Property: Owning a car

- Home: Choosing where you live

- Beliefs: Politics and faith




Strategizing for What's to Come

- Driving profit margins

- Jeopardizing efficiency

- Placing business first, vacation later
- Outsourcing and mass producing

- Becoming diversified

- Opening platforms, highly specialized
education

- Thinking long term

- Putting life first

{Moving Ahead




TIME ZONES
10NE 1: 20102015

TONE 2: 20152020

ZONE 3: 2020-2025

ZONE 4: 20252035

ZONE 5: 2035-2050

Notes on time travel
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